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FOREWORD 
JEWELLERY - a symbol of luster, value and mystery 
For thousand of years, as our history marked, precious gemstones have been 
representing wealth and status. What make the item so attractive are probably the 
sparkling appearance, value and rarity. 
In this world, there are million of consumer products existing - ranging from 
necessities to luxuries, meeting the widely different tastes and demand of people in 
hundred of countries. However, jewellery products, or the gemstone itself, is one of 
the very few categories of goods which are favored by all kinds of nationalities, 
among which Hong Kong is no exception. 
In Hong Kong, there had been a demand for precious stone jewellery products 
long time ago, since the age of gemstone import and the introduction of the 
necessary stone-cutting, jewellery casting technology. But at that time, the market was 
probably limited to a privileged group of people. However, together with the 
economic development of the colony, growth in per capita income, improvement in 
information technology and increment in public exposure to jewellery products and 
the related knowledge, the demand in local market has been rising rapidly, spreading 




According to the information provided by quarterly published jewellery 
journals, as well as through close observation of the operation and management of 
jewellery retail firms, we were able to gain valuable knowledge of the industry. 
The Hong Kong jewellery manufacturing industry has been well established, 
but we recognized that the performance of the retail industry is not satisfactory, and 
is especially weak in formulating promotion plans. Lack of relevant industry data and 
market information is one of the areas which need to be improved. 
We have carried out a research in order to collect information about the use 
and perception of the various elements of the promotional mix, and customer profile. 
Our objectives were : 
- To provide constructive plans of promotional mix for different categories of 
retail firms 
- To reinforce the promotional mix through better knowledge about customers 
A cross-sectional questionnaire survey and several in-depth interviews of larger 
firms were carried out. A judgmental sample was selected, among which most were 
located in several busy commercial districts, and senior management staff with good 
experience in dealing with customers were personally interviewed. 
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5 in-depth interviews and 56 short interviews (for questionnaire) were carried 
out, and the important interpretation of the findings are as follows : 
- Larger firms ( more than 2 shops ) definitely have more practice of carrying 
out promotional activities and advertising 
- Higher percentage of firms which target at general public have the experience 
of advertising before 
- Firms targeting at general public have higher tendency of carrying out sale 
promotion 
- Television advertising is believed to be most effective, followed by newspaper 
advertising, sale promotion, exhibitions and radio advertising, whereas the 
other forms of promotional activities show significantly lower ratings 
- Smaller firms have higher tendency to rely on experienced salesmen ( more 
than 10 years )，whereas higher percentage of larger firms have formally 
trained salesmen 
- Gemstone knowledge is the commonest choice of training topic 
- Nearly 25% of customers can be persuaded to spend more than they originally 
expected 
- Pictorial catalogue is generally agreed to be able to aid the selling process 
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In general, the local retail firms can be separated into 2 categories, large 
(with more than 2 retail outlets )，and small firms ( with 1-2 retail outlets )，and our 
recommendation proposed include the folio wings : 
Large firms 
I 
- Well designed plan of advertising with specific message 
- Good combination and coordination of promotional activities with advertising 
- Integrated system of training, motivation and evaluation of salesmen 
- Assigning specialized personnel to communicate and maintain public relations 
� Small firms 
- Precise exposure to the intended target audience through highly selective 
advertising 
- Selective use of promotional activities solely targeting at specific category of 
customers 
- Improving customer service and reinforcing customer relationship 
i v 
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Hong Kong is now one of the leading jewellery exporters and manufacturers 
in the world. Under its import tax-free policy, together with the availability of high 
quality craftsmanship and designers, the jewellery manufacturing business is well 
equipped and highly competitive against any rivals. Unfortunately, despite the 
existence of an excellent production base, Hong Kong retailers lack an effective and 
systematic marketing network-to explore and capture the local demand. 
Another favorable feature is that more and more Hong Kong people are 
becoming luxury-oriented. They earn and save for precious watches, automobiles, 
clothing and accessories with well known brandnames, portable phones, plus anything 
else symbolizing wealth and status. It seems that the trend is spreading to the 
younger group which tends to take these as their goal, or drive of earning. 
According to a worldwide survey, 70% of Hong Kong people believe that 
earning a great deal or acquiring luxurious goods are most important. Furthermore, 
the rapidly rising education level and income of the female sex within the recent 10 
years greatly enhanced their purchasing power. 





DEVELOPMENT OF HONG KONG JEWELLERY INDUSTRY 
Traditional Chinese have established the habit of buying 24k gold, " Chuk 
Kam “ ornament, as a form of investment rather than as fashion. Until 1950's, a 
sudden influx of tourists introduced fine jewellery into Hong Kong. The jewellery 
manufacturing industry then began, with the setup of tiny, workshops producing 
handcrafted jewellery of imitated western design. 
Since 1970's, traditional family owned firms originally engaged in the 11 Chuk 
Kam " retail business started to expand into the fine jewellery field. In addition, 
workshop apprentices, after gaining much knowledge and experience in jewellery 
making, tended to become entrepreneurs in the industry. The outcome then was that 
factories of various sizes appeared. From 1970 to 1978，the number of establishments 
increased tremendously, at an annual rate of 24%, whereas the number of people 
employed increased at 19%. 
Like most industries in Hong Kong, the jewellery industry is dominated by 
small scale establishments. Nowadays, factories employing less than 10 workers 
account for 65% of the total number of establishments, those with 10 to 100 workers 
occupy 34%, whereas in the remaining portion, there are 14 factories employing 




The industry is also characterized by the subcontracting system. Most of the 
factories with below 100 workers do not have much marketing effort and are mainly 
in subcontract work for large manufacturers. Subcontract work includes mould 
making, precision casting, gemsetting, polishing and electroplating. Other than 
subcontracting work, these factories also produce medium to high priced pieces for 
retail shops in Hong Kong. Workshops with less than 10 workers usually provide 
retail jewelers with services including simple gemsetting, repairing and alteration. 
Advancing from the traditional handcrafting technique, casting technology has 
been employed, especially in the mass production by large scale factories. Use of 
lost-wax pattern production facilities becomes an indispensable element, and is 
combined with handicraft technique to improve efficiency. Large factories usually 
market their products through own retail outlets, and are also the pioneers to start 
a new page in the success of Hong Kong jewellery industry - export business. 
(“Development of the Jewellery Manufacturing Industry in Hong Kong " 1989 ) 
Between 1976 and 1986，when the industry really started to take off, the 
export values of jewellery grew from HK$ 687 million to $ 3,611 million, with an 
average annual increase of 18%. The export sales now constituted more than half of 
the total output. The three largest overseas markets are United States, Japan and 
Switzerland, in descending order. Nowadays, many large manufacturers have 
established overseas offices in the major markets. 
( “ T h e Pearl That Sparkles 簪 1988) 
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The success of the Hong Kong jewellery industry and its spectacular growth 
rate has surprised many overseas competitors, and the following factors have been 
making the contribution : 
- recovery of world economy in the early 1970，s 
- free port status of Hong Kong, which allows import of gemstones and precious 
metal, export of finished products both duty free, enables Hong Kong jewelers 
to market their products at competitive prices 
- geographically advantageous position of Hong Kong port 
- efficient telecommunication network 
- highly skilled and productive labour force, as well as high quality 
^ craftsmanship 
- continuously improving standard of innovative designs, which is further 
enhanced by government support in terms of designer training 
- flexibility of manufacturers, enabling them to keep abreast of the latest market 
trend and style 
- hardworking and entrepreneurial spirit of local Chinese businessmen 
Today there are more than 700 jewellery manufacturing establishments, 
employing more than 11,000 people. Management method have been modernized 
and computers are in general use in larger establishments. 
( "High Road to Success " 1988 | 
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Trade associations were established for the industry, starting with the Hong 
Kong Jade and Stone Manufacturers Association, followed by the Hong Kong 
Jewellery Manufacturers Association. The first jewellery show in Hong Kong was 
held in March, 1987，in Hong Kong Exhibition Centre, which marked an important 
step along the path of development of the industry. 
Nowadays, both the government and the public have realized the 
professionalism and status of the industry. A number of jewellery training and design 
courses are held at the Hong Kong Vocational Training Council, Hong Kong 
Polytechnic and the Lee Wai Lee Technical Institute. 
( " A Sparkling Gem - Hong Kong Jewellery industry “ 1986 ) 
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Most recently, growth of local jewellery sales has shown a slowdown, which 
then gives rise to a common worry - will there be a continuous decline in the 
future ？ 
Both long term and short term sales forecast are made by the manufacturers, 
wholesalers, traders, retailers as well as the trade association committee members. 
Generally there are two different schools of thought. 
An optimistic group believes that the recent sluggish performance is a natural 
phenomenon after a period of rapid growth, which was enhanced by the June 4th 
event. Future local sales will recover soon, and is expected to rise steadily, as 
facilitated by the following features : 
- continuous rise in population size, per capita income and level of consumption 
- increase in exposure to jewellery products and related knowledge, of the 
younger generation 
- purchasing of precious stone jewellery is not only reflecting the desire of 
investment, but also .reflects a trend of fashion 
- )implementation of aggressive marketing strategy, should be able to improve 
performance, and do a much better job than the traditional passive selling 
6 
Such viewpoints are typically favored by the large firms establishing multiple 
retail outlets, which are also planning to expand steadily and advertise heavily. 
(S . L. Tse, “ Retail Outlook : Steady Growth 1990 ) 
Another school of thought is that local retail sales has reached a stage of 
maturity, and gradual decline is expected, which is further aggravated by the 
followings : 
- the political uncertainty after 1997, which has been driving a large number of 
wealthy people away from Hong Kong 
- large part of population tends to accumulate savings rather spending, 
especially on luxurious products 
- increase difficulty in recruitment of retail shop salespersons, who are essential 
elements in the direct selling retail business 
- continuously soaring shop rental tends to erode net profit of retailing 
The outcome is that more and more manufacturers bearing this belief would 
try to direct their effort to export business, rather than expanding the retail business. 
(Frank C. M. Tang, ” Growth Levels Off “ 1991 ) 
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Besides the retailing industry, there are also future threats confronted by the 
manufacturing sector : 
-. increase in unwillingness to place heavy capital investment in Hong Kong, due 
to political reason 
- brain-drain, of both experienced personnel and skilled labour 
- highly varying standard of product quality and craftsmanship 
- improved manufacturing in other competing countries, e.g. Thailand 
- increased protectionism leads to further shrinkage of major market, the 
United States 
(Karl S. K. Shin, “ Time to Prepare for 1990s “ 1990 ) 
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Hong Kong Jade and Stone Manufacturers Association 
The Hong Kong Jade and Stone Manufacturers Association is a non-profit 
professional organization founded in 1965 by 11 members, who are all jewellery 
manufacturers, lapidarists, wholesalers of jade, precious and non-precious stones in 
Hong Kong. 
The association maintains regular contact with government agencies and 
keepS its members informed from time to time of any new development in the 
jewellery industry. Furthermore, it sponsors its members to participate those 
important jewellery trade exhibitions both overseas and in Hong Kong. Meanwhile, 
it also invites members of jewellery associations from other countries which then 
form buying trips to Hong Kong. 
( " H o n g Kong Jade and Jewellery ”) 
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Diamond Importers Association 
The Diamond Importers Association was founded in 1959 by a group of 
leading Hong Kong merchants. The objectives of the association are to promote 
diamond selling in Hong Kong, improve the image of local diamond business and 
protect its members. 
In order to position Hong Kong as “ The Diamond Centre of Asia "，an “ 
introduction service " was established for visitors to Hong Kong several years ago, 
and is still proved to be successful. Information and advice on buying diamonds and 
diamond jewellery are provided for tourists as well as local residents, so that anyone 
visiting the shops recommended by DIA would be able to buy with confidence. In 
addition, the first Diamond Design Competition was held in 1972，and has become 
an annual event which even extended to include other South East Asia countries 
recently. 
( " H o n g Kong Jade and Stone Manufacturers Association " ) 
Hong Kong Jewellery Manufacturers Association 
In 1988，17 jewellery manufacturers realized the importance of establishing a 




manufacturing sector. The objectives of the association include increase in 
productivity of local jewellery manufacturers, and their ability to compete with 
overseas manufacturers, attaining a prestigious status for the industry, organizing 
training programmes for people joining the industry, plus gathering and providing 
trade information. 
Exchanging views on current issues in relation to the industry and expressing 
the association's views on government regulations are two key activities. The 
association also organizes exhibitions of jewellery or jewellery related products. A 
monthly newsletter is being published. Holding design competitions and training 
programmes enables the association to promote ideas and skills in the trade, which 
in turn helps the industry to develop. 
( " H o w It All Began M 1989 ) 
Hong Kong and Kowloon Gold and Silver Ornaments and Wares 
Workers General Union 
The Union was founded in 1952, to link all of the workers in the jewellery 
manufacturing industry together. The main purpose was to protect its members, 
maintaining fair working policies, conditions, hours, as well as compensation. 
Settlement of conflicts or disputes in order to improve labour relations was another 




In order to meet the demand of members, the association provides 
appointment service, training and education service, establishes library and small 
laboratory, issues regularly published materials, encourages sponsorship of labour 
activities, and organizes social or recreational functions. 
("Constitution - Hong Kong and Kowloon Gold and Silver Ornaments and Wares 
Workers General Union “ 1988 ) 
Gemological Association of Hong Kong 
This is a recently established organization for promotion of the study of 
gemology. The main purpose is to raise the standard of jewellery, especially 
gemstone, knowledge base of staff and workers in the industry. 
Journals and newsletters are regularly issued by the association. Various 
gemology courses are organized frequently, which include film and slide shows. In 
addition, foreign gemologists are invited to give lectures. Furthermore, tours and 




ABOUT PRECIOUS STONE JEWELLERY 
The two terms, precious stones and semi-precious stones, have long been used 
in the jewellery circle. Precious stones are generally referred to diamonds, rubies, 
sapphires and emeralds, and this is also the category of products in the focus of our 
research. Whereas the remaining are semi-precious stones. A common belief is that 
the precious stones are distinguished from the other category by value. However, 
even from the scientific point of view, there leaves much to be discussed. 
Nevertheless, gemstones are usually classified according to the following 
characteristics : beauty, rarity and endurability. 
Diamonds 
Diamonds, a colorless crystal of carbon, is the hardest material found in 
nature. And it is also the most expensive type of gemstone. Due to its special physical 
properties and extreme rarity, the price of diamonds has been rising continuously 
ever since its discovery. Nowadays, scientific systems of grading diamonds have been 
developed, so that approved certificates can be issued to the stones in order to testify 
their qualities. Fair market values can be assigned to diamonds of identified qualities 
and they become acceptable commodities for trading, or investment. 
.13 
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Diamonds are found in South Africa, Angola, Guinea, Soviet Union, India and 
Brazil. However, they are transported to many other places for polishing, which 
include Tel Aviv, Bombay, Antwerp and New York. An estimated retail sale value 
provided by De Beers', a world wide diamond trading company, was about US$ 40 
billion in 1990. 
The price of diamond is determined by the 4 C，s : Carat, Color, Clarity and 
Cut. Carat is the weight of the stone, in which 1 carat equals 0.2 gram. The heavier 
the weight, the higher the price. However, the increase in price is not directly 
proportional to the increase in weight. When the number of carats increases beyond 
certain level, the price per carat rises sharply due to the rarity of finding polished 
pieces of large size. But when grading the small pieces, labour cost comes into the 
consideration, instead of scarcity. 
Color of diamond is another major determining factor of its price. Very 
limited amount of diamonds are truly colorless, as most of them are tinted yellow. 
The more yellowish the stone, is the lower its price. Various systems have been 
devised to describe color of diamonds, but the most widely used one was introduced 
by the Gemological Institute of America ( G.I.A.). According to this system, a letter 
is given to describe the color of a diamond, as indicated in a table. The most 
colorless one is represented by D, and when it deviates more, succeeding letters 
E，F，G,H，are given, and so on. 
14 
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Clarity describes the degree of perfection of diamond. The more impurities, 
or inclusions a diamond contains, the lower its grade of clarity and the lower its 
price. According to G.I.A., the highest grade is FL ( flawless )，followed by IF 
(internally flawless )，VVS1 and VVS2 ( very very slightly included ), VS1 and VS2 
(very slightly included )，SI1 and SI2 ( slightly included )，and II，12，13 
( imperfect) . 
Cut is the only way to disclose the potential beauty of a diamond. The 
brilliancy and 麵 fire , of a stone are effect of reflections and dispersions of light after 
mechanical cutting and polishing of the stone. Precise angulation and calculation of 
cutting facets are the major consideration" of the process, which directly affects the 
appearance of diamonds. 
( D r . R.JVL Yu, “ The Art and Science of Diamond grading “ 1989 ) 
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Rubies 
The term ruby is derived from the Latin word ruber, which means “ red "• And 
large pieces of ruby are extremely rare and are very expensive. 
Rubies are mostly found in Mogok in northern Burma, and also in Thailand, 
Sri Lanka and Tanzania. World known rubies weigh only under 200 carats. The finest 
rubies are called " Pigeon's blood " in the industry, which possess an intense bright 
red color. Inclusions are also found in the stones, but should not be considered as 
inferiority, as these can be the major means of distinguishing the genuine stones from 
the imitations. 
Sapphires 
The term sapphire comes from the Greek word Sapphius, which means 
"blue ". In the jewellery industry, the term when used alone should represent a gem-
quality corundum of a blue variety, and the term is usually used with a color prefix, 
e.g. pink sapphires, yellow sapphires, etc. 
16 
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In comparison to rubies, sapphires can be found in more places, and larger 
pieces are relatively easier to be obtained. However, the price is slightly lower than 
that of rubies. Most sapphires are deposited in Burma, Australia, Sri Lanka, and 
Thailand. Small quantities are found in the United States, Brazil, Cambodia and 
some other African countries. The most desired and much cherished variety is the 
"corn-flower blue " sapphires which exhibits a violetish blue color with a silky sheen. 
Emeralds 
The emerald belongs to the beryl group, and is famous for its incomparable 
color, as it is often being referred to as “ emerald green It has been cherished by 
people since ancient times. Because of its rarity and its especially beautiful color, the 
emerald usually commands a slightly higher price than rubies and sapphires. And 
those fine stones weighing more than two or three carats may even be more 
expensive than diamonds of equal weight. 
It is strange that frequently the better the color of the stone, the less perfect 
the stone is. As a result, emeralds with very few flaws are very expensive. Only the 
top quality emerald are transparent, and usually the stones contain inclusions. 
The most noted deposits are in Columbia, and other places where the stone 
can be found include Brazil, Rhodesia, South Africa, Soviet Union, India, Pakistan, 
Australia, Zambia, Tanzania and the United States. 




JEWELLERY RETAILING IN HONG KONG 
Development and Classification 
The origin of today's jewellery retail outlets was the old fashioned 24k gold 
ornaments “ Chuk Kam “ shops. These were mostly owned and managed by 
traditional Chinese families, and were situated in busy streets such as Shanghai Street 
in Mongkok and Yau Ma Tei districts. 
Following the introduction of fine jewellery, quite a number of them started 
to market western designed jewellery products, as well as establishing branches or 
new shops in relatively " modern “ areas. 
According to unofficial information, there over 500 firms establishing more 
than 700 shops in Hong Kong, which can be divided into 3 categories ( according to 
size ) : 
- large manufacturers' own retail outlets, some of which are series of chain 
stores located in busiest areas, targeting at the general public, selling both fine 
jewellery and 24k gold ornament 
- medium sized retailers, with 1-2 shops located at commercial areas, e.g. 
Central District, serving a limited number of ” loyal ” local clients 
18 
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- shops located at tourists areas, e.g. Tsimshatsui, shopping arcade of various 
hotels, as well as the small sized shops in residential areas, relying on large 
manufacturers for supply, and working in close relationship with particular 
workshops for small scale production, gemsetting, alteration and repair 
Operation of Retail Outlets 
and Their Marketing Concepts 
Product 
Usually a large proportion of the medium sized precious stone jewellery are 
supplied by manufacturers, or by own factories, in the form of finished products. 
However, it is also a common practice to select pieces of gemstones first, which are 
then set on customers' favorite designs in workshops. Occasionally, the gemstones are 
brought to the shops by customers themselves. 
Different categories of shops target at different groups of clients through 
different product line offer, ranging from the selling of great variety of low to 
medium priced finished products towards the general public, to the offering of whole 
sets of fine, luxurious, custom designed jewellery towards the upper class. 
19 
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The quality of products depends both on the gemstone itself, and the casting 
or handicraft technique, which are controlled in first place by stone suppliers/cutters 
and manufacturers/workshops. The fact is that the standard of craftsmanship varies 
greatly among the skilled labour, and the selection of a good workshop in order to 
meet the requirement is extremely important, especially when selling to experienced 
and knowledgeable customers. 
A significant issue which worth much attention is the product design. Years 
ago, most of the designs were copied from western products, however, the situation 
has entirely been changed today, as jewellery is becoming a more and more 
fashionable item. 
Manufacturers start to have their own designers, who are trained in foreign 
countries, in local institutes, or from overseas distant learning courses. More and 
more qualified designers come into the market, whereas many of them have won 
awards in international design competition. Some retailers also have own designers, 
or providing different catalogues of product design patterns for customers. 
("Labour Training and Academic Promotion “ 1988 ) 
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Pricing 
Customers demanding medium priced finished products are usually not too 
price sensitive, as there is no easily comparable prices of the same whole piece of 
finished product. Generally the purchase behavior consists of multiple shop visits and 
a complicated valuation process of specific favorable product type, e.g. rings with 
similar number of carats. 
Only those experienced and knowledgeable clients are familiar with, and pay 
more attention to the prices of the gemstone offered, as well as the cost of precious 
metal used, but are still not so price sensitive towards the craftsmanship cost, as long 
as the design is favored. Nevertheless, most shops adopt a cost-plus approach, since 
there is no market price, no standardized finished products, and bargaining is 
normally unavoidable. 
It has been a traditional practice to display a highly marked up price, and a 
large percentage discount is offered upon request. However, quotation or bargaining 
of price is a very important stage in the selling process, which directly affects the 
profit margin and success of retailing business, and can only be handled properly by 
experienced salespersons who are well familiar with the cost structure. 
.21 
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Confronting the problems of increase in price knowledge and price sensitivity 
of customers, as well as the difficulty in recruitment of experienced salesmen, certain 
large retailers, particularly those with chain stores established tend to introduce the 
concept of " single price quotation - no bargain In this manner, some form of 
standardization can be achieved, while at the same time the substantial dependence 
upon salespersons can be lessened. 
Furthermore, some retailers claim that the products sold are refundable, at 
a particular percentage of the selling price, within a predetermined period of time, 
so as to increase the confidence of customers towards the shop. 
(Ann Peters, " Diamonds : New Art of Sales “ 1986 ) 
Advertising 
The major form of advertising for most of the firms is printed materials, 
among which the most common area is on magazines, including the large size gossip 
magazines, magazines for women, directories for tourists, quarterly journals of 
jewellery and watches, directories published by trade associations, souvenir 
programmes for social functions organized by business firms, community 
organizations, professional associations, etc. 
Poster advertising in public transportation stations, as well as display windows 
of shopping arcades are also not uncommon in Hong Kong, whereas television and 
newspaper advertisements are usually restricted to the large size firms. 
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The traditional content in printed advertisements is normally a two 
dimensional display of the available type of attractive jewellery products, directly 
attempting to show the shop image. Occasionally some variations are introduced to 
present other ideas such as the great variety of products available, special sale 
discount offered, particular promotional or pricing strategies, superior service 
provided, long history and good will of company, sponsorship of special activities, etc. 
The objectives of the advertisements range from the increase in overall 
exposure and awareness, improvement in perception of shop offerings and shop 
image, to short term and long term sales increase. 
Recently, there have been advertisement put forward for the promotion of the 
whole industry or particular groups of firms by trade associations, e.g. Diamond 
Importers Association arouse the public attention of using diamonds as gifts, Hong 
Kong Jewellers and Goldsmiths Association claims the regular and frequent 
supervision and examination of product standard of its members. 
Personal Selling 
Being a luxurious product, nearly all of the deals in jewellery selling are made 
through person selling, with considerable effort. Although the knowledge of 
customers about gemstones or jewellery products has been rising gradually, there is 
still a large proportion of clients and prospective clients who are not familiar with the 




Everyone has own favorite design, style, color, etc., upon which the buying 
decision is based. However, the existence of uncertainty or ignorance about the issues 
of " Does it worth that much ？ “ or " Can I find something similar elsewhere at a 
lower price ？ “ has always been an obstacle to closing a deal. And this is probably the 
most important problem to be solved by the salespersons. 
( E n e a Galusero, " Marketing and Selling “ 1978 ) 
A successful salesperson should have the necessary professional knowledge 
about gemstone ( identification, grading, valuation )，precious metal ( properties, 
design matching, update price )，technology ( gemsetting, casting, polishing, 
alteration, repair)’ product design, fashion, cost structure as well as the profit margin 
targets, etc. In addition to these, it is also essential to have sociable personality and 
the appropriate attitude towards customers. 
Many believe that it is through the numerous exposures and interactions with 
various types of customers that valuable experience is gained, particularly about the 
psychology, behavior, demand of consumers, and the technique of selling. Experience 
can help a salesman to observe, perceive and classify a customer, to figure out the 
actual demand, etc. Even though there are academic training courses organized by 
various institutes, or seminars and published materials provided by trade associations 
for jewellery personnel, most jewelers believe that the most valuable learning 
experience of a salesperson can only be gained in actual practice, i.e., in the shop. 
(Valerie Fung, " Diamond Selling " 1987 ) 
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Shop Display 
Whether a new customer or a pedestrian enters a jewellery shop or not 
depends much on the window display. Within the limited size of show window, 
retailers have to give some thoughts to the choice of products displayed, price 
labelling, layout style and pattern, background decoration, lighting, frequency of 
changes, as well as security problems. 
Shops selling medium priced products and 24k gold ornament tend to increase 
the proportion of the size of show window relative to the total front width of the 
shop, and trying to make full use of the show window, which is usually closely packed 
with great variety of products. The strategy here is to give an impression of 
availability of many product categories, and hoping that each customers would favor 
at least one of them. 
High end market retailers usually establish a prestigious shop image by 
limiting the window display to a few luxurious products or jewellery sets of commonly 
favored or classical design. Also they prefer increasing the proportion of the size of 
entrance rather than that of the show window. 
Shops attempting to attract tourists try to decorate their windows with some 
antiques, jade, semi-precious stones, so as to introduce some oriental colors. 
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The Hong Kong jewellery retail industry does not have much difference with 
other retail industries, in the way that most are characterized by the existence of 
large number of widely scattered outlets, each operating independently, with the few 
exceptions which establish a number of larger shops in various busy areas. 
According to our knowledge and observation, most of the retail firms, or retail 
section of large manufacturing firms, bear the following features, or more 
appropriately, weaknesses : 
- their business plans, if any, are usually short-term, not exceeding 2 years 
- the strategies employed are generally passive, more or less like a steady 
pattern following the traditional way 
- most of the manpower in a shop, from the top manager to salespersons, 
devote most of their time to basic operating work, such as dealing with 
customers, examining gem stones, checking jewellery pieces received from 
workshops, etc., which all demand much effort and full concentration, so that 
not much time is spared for other marketing jobs 
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- they lack information about their customers, about their competitors, as most 
of the formal, well organized information and data available in the industry 
are usually for manufacturers or exporters, whereas very limited information 
is available for local retailers 
The last observation reflects the insufficiency of the research studies available, 
which in turn affects the proper and effective marketing planning. Furthermore, we 
are lacking quite a lot of basic information about retailers. 
There is no specific trade association solely established for local jewellery 
retailers, there are no organized data of industry sales, no survey on related 
manpower, no comprehensive list of company profile, no specific studies on 
customers, nor there is any in-depth marketing research. 
Our research would like to focus on the promotional mix, something which we 
believe that the retailers can have full control of, but has been neglected in the past, 
and would be highly beneficial to most of the firms in future competition. 
There are two parts in the research. The first part is a cross-sectional survey 
of a sample of retailers, and the second part includes in-depth interviews of senior 
management staff in established firms, on the issues of more advanced concepts of 
promotion. 
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Objectives 
1. To provide constructive plans of promotional mix for different categories of 
retail firms 
Advertising : 
- to gather data on the current use and future planning of advertisement 
- to study the perception of the effectiveness of various advertising media 
- to relate the purpose, content and expenditure of advertising with specific 
characteristics of shops 
Promotion : 
- to gather data on the current use and future planning of promotional activities 
_ to study the perception of the effectiveness of various forms of promotional 
activities 
- to relate the purpose and expenditure of promotional activities with specific 
characteristics of shops 
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Personal selling : 
- to study the dependence upon experienced salesmen 
- to study the perception of importance in salesforce training 
• to examine the degree of acceptance of various selling aids 
2. To reinforce the promotional mix through better knowledge about customers 
- to find out how demographic characteristics, product and design preference, 
buying purpose arid habit of customers are related with the different shop 
categories 
- to disclose the perception of the possibility of selling 
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1. Well established firms have more experience and higher tendency in carrying 
out promotional activities and advertising. 
( Q l , Q2, Q6, Q7, Q24, Q25 ) 
2. Firms with different target customers have specific preference towards 
advertising media, forms of promotional activities, as well as content of 
advertisement. 
( Q l , Q6, Q4, Q27 ) 
3. There exist a common perception of the effectiveness of the use of specific 
advertising media and promotional activities. 
(Q10 ) 
4. Well established firms are more willing to spend on advertising and 
promotion, 
(Q5, Q9, Q24, Q25 ) 
5. The sizes of the retailing firms and their different customer targets have 
different effects on the dependence upon experienced or trained salesmen. 
{ Q l l , Q12, Q25, Q27 ) 
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6. Specific areas of training are beneficial to personal selling of jewellery. 
( Q 1 3 ) 
7. Location of shops is related with the demographics, price range preference, 
buying purpose and buying habit of customers. 
(Q15, Q16, Q17, Q18, Q19, Q20, Q21, Q26 ) 
8. Customers can be persuaded to spend more than they expected through 
personal selling effort. 
(Q23 ) 
9. The job of selling is believed to be improved through the use of pictorial 






The company we visited is a moderate size, 20 year old jewellery manufacturer 
with a factory of about 50 staff, and a retail outlet in Central, Queen's Road,C. They 
also supply gemset finished products to other retailers, and have started to export 
several years ago. According to an interview with the general manager of the shop, 
about 80% of the clients are females of age ranging from 20 to 60. The elderly have 
great confidence on the professional design and handicraft of the company. They also 
have much knowledge of the price level of different precious stones and quality of 
the products. The fact is that in each year, there are lots of functions, social activities 
and festivals, which leads to great demand for jewellery from the high end market 
population. However, because of 1997 issue and slow down of economy, the sales of 
the company decreased by a significant portion in recent years, and the company is 
planning to expand its overseas business line. 
Concerning the local customers, it has been noticed that the younger age group 
has their special taste of design and even better knowledge than the elderly, as they 
always have the desire to know more. The group includes young professionals, 
business executives and the second generation of the top class population. Their 






A questionnaire will be designed and asked by researchers through direct visits 
to the jewellery retailing shops. The questionnaires are directed to senior 
management staff, preferably the top management people, who have pretty good 
experience in dealing with customers. All questions are to be filled in by interviewers, 
who have received training and follow instructions in phrasing of questions as well 
as interpretation of responses. 
The questionnaire bears the following features : 
- anonymous ( name of interviewee is not required ) 
- structured 
• mainly consist of close-end questions 
- undisguised ( purpose of survey is disclosed ) 
- in English ( but Chinese verbal version is used in interview ) 
- composed of 3 parts, all to be filled in 
(app. p. 85 - 93 ) 
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Concerning the promotional effort, their company only limits to occasional 
printed advertisement on selected magazines, in addition, they also rent some display 
windows in certain shopping arcades, especially those in well known hotels. However, 
a significant part of the effort is actually directed towards foreign markets or tourists. 
Nevertheless, they believe that successful retailing in local market depends much on 
the intrinsic operation which includes high quality customer service, good product or 
inventory management and a proper and consistent way of customer treatment, as 
their business has close association with continuous referrals. 
Most of their retail outlet salespersons are equipped with in-depth 
professional knowledge, as they have to deal with knowledgeable customers in the 
high end local population. They are either experienced salesmen working in the same 
old shop for many years, or newly recruited ones receiving intense training. The 
turnover rate is kept to be low, as the company tries not to lose anyone on which 
much training effort is placed, and it is also difficult to recruit hardworking, 
presentable salesmen, which is believed to be the current and future trend. 
According to the opinion of the general manager, in terms of future 
breakthrough, there are some new practices performed by jewelers in foreign 
countries worth considering by local retailers, such as : 
-. presentation of products in video catalogues, in United States 
- computerized description and printout of product information, as means to 
save selling manpower, in France 
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Sampling 
The research is mainly focussing on the use of various elements in the 
promotional mix, which is believed to be practiced by larger retailing firms located 
in busy areas, with better exposure to local residents and tourists. Hence, our target 
population is the group of retail outlets in prime sites along busy streets, convenient 
locations in commercial and tourists areas, shopping arcades, and outlets in large 
department stores. A judgement sample of about 50 firms 
(about 10% of the estimated total population ) will be visited, and if there are more 





The traditional major effort of promotion is personal selling, which is probably 
the only indispensable element of promotional mix used by all jewellery retailers. 
However, with the continuous ageing of experienced salesmen, migration of trained 
staff, as well as increasing difficulty in attracting youngsters to join the profession, 
there exists a problem of salesmen shortage. And is directly affecting the success of 
a jewellery retailing shop, particularly when some are planning for expansion. 
We would like to study the current practice and future trend of making use 
of other elements of the promotional mix to reduce the dependence on salesmen. 
According to research studies, there exists a trend of Asian companies to 
increase the spending on promotional activities, which even exceed the spending on 
advertising. However, a survey result reveals that firms spending more on advertising 
do show better return on investment : 
- firms putting more than 50% of total advertising and promotion spending on 
the part of advertising shows an average return of 30% 
- firms putting about 44% of the total promotional expenditure on advertising 
shows 27.3% of return 
. those putting the majority of expenditure on sales promotion shows less than 
27.3% of return 
36 
x • . . . ‘ ） . . , : . . : � : . • : . . . . : ‘ . ； . > . . 
» 
The observation is that there exists a significant relationship between market 
share and change in advertising spending, whereas there is no relationship between 
market share and change in promotion spending. 
An argument is that promotional spending can only exert short term result as 
competitors can follow whilst advertising has longer effect. This is particularly true 
in the Hong Kong jewellery retailing industry where there are only several 
established companies which can afford advertising spending, in which case 
competitors，actions can be closely followed. ( John Wassner, " Advertising vs 
Promotion : where to spend your dollars ” 1990 ) 
Advertising can establish long term brand reputation and image, whereas 
promotion generates short term and quick return on investment. However, their 
individual effects are difficult to be assessed separately. Placing a sale promotion in 
a television or printed advertisement is a good example of blending two issues 
together, and it is a common practice in the local jewellery retailing industry. The 
conclusion of a study suggests consideration of the total effect of two elements 
instead of each individually. 
(Arthur Shapiro, " Advertising vs Promotion : which is which " 1990 ) 
As massive advertising in the local jewellery retailing industry only appears 
quite recently, advertising budget setting is another issue of interest. Generally, 




The former one relies on the subjective judgement by executives, whereas the 
latter approach relies on information about competitors, experiments etc., and is 
more objective and generally accepted. However, research result indicates that the 
process of budget setting becomes more and more sophisticated, which may include 
the consideration of : 
- objectives and tasks 
- amount affordable 
- % of sales ( current and previous year ) 
- results of experiments and tests 
- competitors' moves 
Nevertheless, there exists a pattern of variation which shows that larger 
organizations prefer setting budget by objectives and tasks, whereas small firms limit 
their spending to what they can afford. And it is also our interest to find out the way 
of practice in the large established jewellery firms, as well as their beliefs. 
( James E. Lynch & Graham J. Hooley, “ Increasing sophistication in Advertising 
Budget Setting " 1990 ) 
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Other than the above areas of interest, the common practice of specific 
promotional activity, is also worth examining. There has been various sorts of 
functions carried out locally. A well known French retailer has been spending more 
. / 
than HK$ 3 million to sponsor top classical musicians to play in Asia, including 
symphony orchestra, ballet dancers and violinists. The sponsorship was/a great 
success in terms of image building and publicity. The variety of sponsor^iip by the 
established firms is also something we would like to find out, as Xvell as their 
perception of the corresponding effectiveness. \ / 
( Jane Ram, “ Culture gives Cartier an edge " 1990 ) ^ 
Besides advertising and promotion, public relations is becoming more and 
more significant in many industries. In the past, public relations professionals are 
generalists providing general service for clients and companies, however, there has 
been dramatic change in Asia in recent years, which shows that more PR staff are 
communication professionals. The concept of strategic communication has been 
introduced to meet specific needs of specific groups of audience, in order to be 
j 
effective. Public relations is only in an initial stage of development in the jewellery / 
. \ / 
industry, but more and more jewelers are beginning to realize its importance. W 




In fact, most of the promotional strategies, e.g. massive advertising or 
sponsorship of social events, are limited to larger retailers. Furthermore, quite a 
number of the above interested issues do need experienced jewelers，opinion. As a 
result, this part of our research is planned to be an in-depth expert survey, instead 
of a cross sectional study. 
4-5 senior representatives of larger size or well established retailers will be 
interviewed separately, so that full, comprehensive, thorough discussions would be 
carried out. Preferably, the representatives would be from companies of different 
categories, e.g. company with multiple shops, company solely serving high end 
market,etc. 
The discussions or interviews would be carried out in a predetermined 
structure, and a set of predetermined questions will be asked, in order to achieve 
some form of consistency. However, variations in issues discussed are unavoidable, 
especially when dealing with unique features or practices of each shop. 
\ � 
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75 shops were visited and interviews were granted in 56 shops of different 
companies. 
Out of the 56 firms interviewed, 21 are in Tsimshatsui, 13 in Central, 9 in 
Causeway Bay, 4 in Wanchai, and 9 in other districts of Kowloon. Among these firms, 
5 are located in shopping arcades, whereas all the others are along the streets. 
PART 1 
PROMOTIONAL MIX 
Q1 Out of the 56 firms interviewed, 53.6% have carried out advertising before. 
Magazine advertising is the most common form of advertising ( 53.6% ). 
Television and radio advertising are the least common form 
(5.4% and 3.6% respectively ). 
(app. p. 94 ) 
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Q2 14.3% out of the 56 firms have planned to advertise in future. 
(app. p. 95 ) 
Q3 Concerning the relative importance of the various purposes of advertising, the 
average ratings are listed in descending order as follows 
( 1 - not important, 4 - very important) : 
.Improve shop image 3.24 
Increase customers， 
perception of shop 2.94 
Increase sales 2.91 
Improve perception 
of product quality 2.52 
Q4 The most preferred content of advertisement are 
”products available ” ( 87.5% ) and 
"shop reputation " ( 71.9% ). 
The least preferred content are 
”pricing strategy " ( 6.3% ) and 
“shop atmosphere " ( 3.1% ) 
(app. p. 96 ) 
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Q5 Only 15 firms have some idea about expenditure of advertising. 
Out of these 15 firms, 3 are willing to spend more than 5% of the annual 
profit. 
The mean expenditure preferred is 5.1% of the annual profit. 
(app. p.97 ) 
Q6 Out of the 56 interviewees, 66.9% have carried out promotional activities 
before. * 
The most common form of promotional activities is sale promotion 
(55.4% ). 
The least common form is jewellery show ( 3.6% ). 
(app. p.98 ) 
Q7 23.6% out of the 56 firms have planned to carry out promotional activities in 
future. 
(app. p. 99 ) 
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Q8 Concerning the relative importance of the purposes of carrying out 
promotional activities, the average ratings are listed in descending order as 
follows ( 1 - not important, 4 - very important) : 
Increase sales 2.78 
Improve shop image 2.77 
Increase customers' 
awareness of shop 2.51 
Improve perception 
of product quality 2.2 
Q9 Only 18 firms have some idea of the expenditure of promotional activities. 
Out of these 18 firms, 10 are wiling to spend more than 3% of the annual 
profit. 
The average expenditure preferred is 3.67% of the annual profit. 




Q10 Concerning the perception of effectiveness of the various advertising and 
promotional activities, the average ratings are listed in descending order as 
follows ( 1 - not effective, 4 - very effective ) : 
Television advertising 3.38 
Newspaper advertising 3.03 
Sale promotion 3.00 
Exhibition 3.00 
Radio advertising 2.90 
Magazine advertising 2.85 
Sponsorship of social 
activities 2.57 
Poster advertising 2.33 
Jewellery show 2.06 
Direct mailing of 
catalogue to customers 1.81 
Press conference or press . 
release of company news 1.79 
Q l l On average, 44.4% of the shop salesmen have more than 10 years of selling 
experience, 31.7% have 5 - 1 0 years of experience, and the remaining 23.9% 
have less than 5 years of experience. 
(app. p. 101 ) 
4 5 
Q12 32.1% of the firms have shop salesmen who have received formal training. 
16.1% of the firms have more than 20% of salesmen received training. 
( app . p. 102 ) 
Q13 41.1% of firms believe that the rate of successful selling can be improved 
through formal training of salesmen. 
Out of these 23 firms, 95.7% think that training course of gemstone knowledge 
is beneficial, and is the most favorite among all topics. 
(app . p. 103，104 ) 
Q14 76.3% of firms believe that pictorial catalogue is a useful selling aid. 
18.4% think that video catalogue is a useful aid. 
5.3% think that computerized output of product information is a useful aid. 
(app . p. 105 ) 
PART 2 
CUSTOMER PROFILE 
Q15 On average, 81.1% of customers are female. 
(app . p. 106，107 ) 
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Q16 On average, 15.1% of customers are aged between 20 and 30. 
29.7% are aged between 30 and 40. 
37.8% are aged between 40 and 50. 
17.4% are over the age of 50. 
(app. p. 108 ) 
Q17 On average, 33.9% of customers ask for jewellery products with diamonds. 
(app. p. 109 ) 
Q18 On average, 72.9% of customers prefer finished products. 
19.2% prefer designs in catalogue. 
7.9% prefer own design. 
(app. p. 110 ) 
Q19 On average, 24.6% of customers purchase products which cost less than 
$ 5,000. 
32.3% purchase products in the price range of 
$ 5,000 - $ 10,000. 
43.1% buy jewellery which cost more than $ 10,000. 
(app. p. I l l ) 
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Q20 On average, 73.9% of customers buy jewellery for personal use. 
The remaining 26.1% buy as gifts. 
(app. p. 112 ) 
Q21 On average, 63.8% buy jewellery frequently. 
The remaining 36.2% buy for special occasions. 
(app. p. 113 ) 
Q22 On average, 25.9% of customers have good knowledge of gemstone. 
23.6% have good knowledge of precious metal. 
26.1% have good knowledge of price. 
22.4% have good knowledge of product design. 
Q23 On average, it is believed that 24.5% of customers can be persuaded to spend 
more than originally planned, 
Q24 Out of the 56 firms interviewed, 42.9% are less than 20 years old. 
46.4% are between 20 and 40 years old. 
The remaining 10.7% are more than 40 years old. 




• . ' • 
Q25 66.1% of the firms have only one shop. 
19.6% have two shops. 
The remaining 14.3% have more than two shops. 
The largest firm has 19 shops. 
(app. p. 115 ) 
Q26 Out of the 119 shops of the 56 firms, 78.2% are located in streets of 
commercial district. 
10.9% are in streets of residential district. 
10.9% are in shopping arcades. 
(app. p. 116 ) 
Q27 55.4% of the firms claim that their target customer group is the general 
public. 
55.4% also claim that the target is tourists. 
33.9% target at the luxury class. 
28.6% target at narrow segment of loyal or referred customers. 
7.1% target at local neighborhood residents. 
(app. p. 117 ) 
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All firms are separated into 3 categories according to the number of years 
established ( 1 -20, 21 - 40，> 40 years )，only the category of 21 - 40 years shows 
a greater proportion of firms which have carried out sale promotion. 
All firms are separated into 2 categories according to the number of retail 
outlets established ( 1 - 2, > 2 shops ). 
- the group having more than 2 shops shows a higher proportion which have 
advertised before ( 7 out of 8 firms ) 
(app . p. 76，table 1 ) 
- the group having more than 2 shops shows a higher proportion which have 
advertised in magazines ( 7 out of 8 firms ) 
(app . p.77，table 2 ) 
- all firms having more than 2 shops have carried out promotional activities 
before 
(app . p. 78，table 3 ) 
- the group having more than 2 shops shows a higher proportion which have 
carried out sale promotion ( 7 out of 8 firms ) 
(app . p. 79，table 4 ) 
- the group with 1 - 2 shops shows a higher proportion having more salesmen 
with more than 10 years of experience ( 19 out of 48 firms ) 
(app . p. 79, table 5 ) 
5 0 
- the group with more than 2 shops shows a higher proportion having over 20% 
salesmen trained ( 7 out of 8 firms ) 
(app . p. 80，table 6 ) 
- Firms targeting at general public shows a higher proportion which have 
advertised before ( 18 out of 31 firms ). 
(app . p. 81, table 7 ) 
- And a higher proportion of firms targeting at general public have carried out 
sale promotion ( 10 out of 19 firms ). 
( app . p. 82，table 8 ) 
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In-Depth Study 
Five interviews have been carried out in 5 retail firms. Three of them are 
targeted at the local public, so that larger number of shops ( from 10 to 19 ) are 
established to capture the market. One is a prestigious retailer, with its outlets 
located in busy shopping arcades in commercial and tourist areas. The remaining one 
is an smaller prestigious firm. Among the 5, there is the oldest retail firm in Hong 
Kong, as well as the one with the largest retail network. In this part of our finding, 
we try to summarize the special ideas and practice of such larger firms, and we only 
discuss those features that are different from the general, which we have discussed 
in the part of survey findings. 
Media of advertisement 
Those targeted at the general public do have the practice of advertising, nearly / 
in all media, including television, radio, newspaper, magazines and posters. The 
larger two have been advertising continuously through the year. A common point of 
view is that there is definite positive effect of advertising on sales, and is particularly 
obvious to the firm which has only occasionally advertise. Another observation is that 
television and radio advertisement are much more effective than printed media, in 
terms of sales generation. Special advertising activities include the recent use of 
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posters appeal in public transport stations ( e.g. MTR, KCR )，which are planned to 
be relatively more long term advertising, and also the use of large, attractive 
advert is ing^irds hung up at obvious places for public exposure ( e.g. on out-facing 
wall of New World Hotel) . 
Content of advertisement 
In the past, ordinary and plain advertisement content delivering the message 
of the product quality and fair pricing is used. Nowadays, many other ways of 
presentation are employed, such as the appearing of celebrity in television 
advertisement. Nevertheless, quite a significant portion of their advertising effort is 
to promote their seasonal sale offer, which they believe is very effective. 
Budget 
Only one interviewee has presented definitive idea about the budget setting 
of advertisement, which is taking the approach of spending a percentage of previous 
year's net profit, whereas all of them cannot give estimates of spending on 
promotion, which reflects the situation that no planning for such activities are 
prepared in advance, nor done regularly. The approach of expenditure determination 
varies among the firms. Some use a rather subjective judgement by top management 
staff. Others use a more or less bottom-up approach with the consideration of 





Those public oriented firms do sponso^ ja fge variety of social activities, but 
the policy is mainly to support many small to medium size functions, with the 
intention to gain as much exposure or awareness as possible, rather than putting a 
large sum in sponsoring very large scale event. A common category of sponsored 
function is beauty pageant, where they think their “ investment " can yield some “ 
return and it is also due to the effect of following competitors. Nevertheless, one 
particular company we have interviewed has close connection with one of the 
television broadcasting company. 
Connection with travel agency 
Other than sponsorship, one of them claimed that they have been directing 
their promotion effort towards travel agency, in which case batches of |o^rists, 
particularly Japanese and Taiwanese, are “ led to the shops for jewellery purchase, 







In addition, this , well known firm has the practice of organizing /nnual 
jewellery related social functions, to which many guests are invited. This marks a 
further step along the development of promotion planning, beyond the passive 
sponsorship of activities. And is also believed to be an effective means towards the 
high end market segment, as the invitation list can be highly selective. 
Public relations 
The same firm has also established a public relations division, but probably 
at the stage of employing generalists, as the divisional staff have to handle anything 
they come across. Occasionally news release are provided for the press, in order to 
improve publicity and upgrade company image. And this is also another area where 
the larger firms are making a breakthrough. The improvement in publicity can, at this 
stage, deliver messages which affect the market or competitor response, as well as 
customer perception. As a result, the firm would have a certain degree of control in 




In terms of personal selling, those larger firms have a lower average age of 
salesmen, which is different from smaller firms, that usually have very experienced 
salesmen. The established firms believe in training, and are more willing to spend on 
training. They subsidize their salesmen to take courses of selling technique, gemology, 
foreign languages organized by trade associations, tourist associations, training firms, 
etc. The situation reflects the aggressiveness of such companies to tackle the human 
resource problems. 
Differentiation from smaller firms 
Generally, all large firms target at the public, including the tourists, which 
depend on where their shop location. They are beginning to start a new practice, 
which is to achieve certain degree of standardization. And their common opinion is 
to raise their shop image and popularity first, so that more deals can be closed upon 
trust of customers, rather than relying heavily on individual salesmen or particular 
selling technique. According to their • perception, the particular practice to be 
standardized is the setting of price. Traditional way of doing business by smaller 
firms are to set much higher price of every product and offer high percentage of 
discount, but the new concept is to quote a fair price and standardize the bargaining 




The findings of the survey are interpreted following the order of the 
hypotheses set in previous section. Understanding of the rationale related are 
discussed, with the consideration of the possible bias involved. 
1. Older firms do not show any difference in carrying out promotional activities 
and advertising, when compared with younger firms 
The implementation of modern marketing concepts is not well accepted by the 
traditional Chinese businessmen, who tend to stick to their own way of management 
especially when they believe that the best they can control is the single retail outlet 
itself, and good relationship with customers is more important. 
Larger firms ( more than 2 shops ) definitely have more practice of carrying 
out promotional activities and advertising 
These firms have actually gone beyond the traditional, family owned simple 
structure, to a level of modern, systematic management. Establishment of more than 
two branches is an indication of a positive attitude towards the potential of the 
business, which associates with the application of a set of aggressive marketing 
strategies. Whereas the small firms still rely on personal relationship in terms of 




2. Higher percentage of firms which target at general public have the experience 
of advertising before, but there are no relationship between the claimed target 
customers with the choice of advertising media and the preferred advertisement 
content 
There is a common belief in these firms that advertising is still an effective 
means of increasing customer awareness of shop, despite the nature of the luxurious 
product. Whereas for firms originally targeting at other segments mostly rely on the 
shop exposure itself to capture customers. However, most of the firms which perform 
advertising and promotion bear a perception that only the few commonly used or 
affordable media are appropriate choices. Also, they have no idea of linking the 
choice of advertisement content with their intended target market segment. Another 
apparent feature is that those carrying out large varieties of advertising activities non-
selectively are only the larger ones which target at the general public. 
Firms targeting at general public have higher tendency of cariying out sale 
promotion 
They are trying to suit the local cultural belief of customers, who perceive as 
a benefit of buying during period of sale promotion. Another associated issue is that 
these firms are found to have carried out much more advertising activities, a 





3. Television advertising is believed to be most effective, followed by newspaper 
advertising, sale promotion, exhibitions and radio advertising, whereas th^/other 
forms of promotional activities show significantly lower rating 
The relative effectiveness are mostly ranked subjectively according to the 
personal perception. Only a few are based on real experience. The unexpectedly low 
perceptual rating of sponsorship activities, regardless of the significant amount of 
money required, is probably indicating the relation of certain ratings with 
consideration of cost-effectiveness. 
4. Concerning the willingness to spend more on advertising and promotional 
activities, well established firms do not show any positive difference in terms of 
percentage of annual profit 
There is an indication that there exists a common perception of the level of 
spending, in order to achieve the desired effect. Nevertheless, there is great variation 
among the individual respondents on actual promotional expenditure, and the 




5. Smaller firms have higher tendency to rely on experienced salesmen ( more 
than 10 years )，whereas higher percentage of larger firms have formally trained 
salesmen, and there is no relationship between target customers and salesmen 
experience or training 
Large number of small firms retain the traditional belief that experience is the 
prime importance in dealing with customers. Other than the fact that they rely on the 
selling experience of these salesmen, they also value their established relationship 
with the old customers. Whereas firms with more retail outlets distributed in various 
districts can no longer rely totally on the original group of experienced salesmen，but 
have to face the large number of incoming new customers, so that training of new 
recruits is necessary. Furthermore, it is more economical to train large number of 
salesmen at the same time, which is not possible in small firms. 
6. Gemstone knowledge is the commonest choice of training topic 
Undoubtedly, possession of gemstone knowledge is important in the selling of 
precious stone jewellery, but the finding is probably not due to the belief that such 
topic is much more important than the other topics, instead it reflects the situation 
that a significant proportion of salesmen have still not reached a satisfactory level in 
this aspect. Furthermore, there is a general perception that those abstract knowledge 
area like customer behavior or selling technique are best learned through on-the-job 
training. 
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7. There are no significant relationship between the location of shops and the 
demographics, price range preference, buying purpose and buying habit of customers 
This finding confirms the fact that most of the retail outlets are located in 
easily accessible places which are also in close proximity. Local customers do not 
limit their shopping area, whereas the only observable difference in customer type 
among various areas is the tourists group in specific sites. 
8. Nearly 25% of customers can be persuaded to spend more than they originally 
expected 
Precious stone jewellery product has been considered as high involvement 
luxurious good by many people. It is also a fact that many customers do not have 
adequate knowledge on product price. However, there is a possibility that the 
customers tend to understate their budget in an initial stage of the bargain, so that 
the salesmen may have illusive perception of the effect of their selling effort. 
Anyway, the finding is quite encouraging, which gives a positive indication that 




9. Pictorial catalogue is generally agreed to be able to aid the selling process, 
whereas the use of video catalf^gue is only appreciated by about one-fifth of the 
jewellers, but is already higher than that of the use of computerized product 
information output 
Pictorial catalogue is being widely used in the industry, especially when 
finished product is not available. And it is proved to be beneficial so that large 
number of jewellers appreciated their function. Limited number of local jewellers 
have the experience of using or hearing about the other two selling aids, which are 
only popular in foreign countries, but it seems that the use of video presentation is 
particularly suitable for jewellery product display and can create highly attractive 
visual appeal. Whereas the use of computeri output is only restricted to a small 
number of firms and customers with the required skill. 
According to the findings in the cross-sectional survey and the in-depth 
interviews, there are 2 major categories of firms in the jewellery retailing industry. 
The categorization is mainly based on the size of the firms ( number of retail outlets 
established )，which is associated with the strategic choice, marketing concept and 
management style. Major differences between the characteristics of the 2 categories 
are listed in the following tables, ( which include both the promotional mix and 




Large f i rms Small f i rms 
( a p p . p . 93 ) 
Ta rge t 
cus tomers General p u b l i c Many t a r g e t a t 
high-end segment 
Adve r t i s i n g 
expe r i ence Much more Less 
Many have none 
Adve r t i s i n g 
media Var ious media Mostly magazine 
used 
一 . — 
Adve r t i s i n g 
con t en t More v a r i e t i e s Mainly about 
p roduc t s 
a v a i l a b l e 
Adve r t i s i ng 
agen t Very few have None has used 
used 
—i ' — 
Promotion 
expe r i ence Al l Less 
Many have none 
一 
Types of 
p romot iona l 
a c t i v i t i e s Large v a r i e t i e s Limited va r i e t i e s 
Many use 
s a l e promotion 
Pe r sona l 
s e l l i n g S t r e s s on S t r e s s on 
t r a i n i n g expe r i ence 
I I 一 
Pub l i c 
r e l a t i o n s A few have No PR s t a f f 
PR d i v i s i o n 
or s t a f f 
D i r e c t / 
ma i l i ng Seldom used / Some use 
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CUSTOMER PROFILE . 
Large f i r m s Small f i rms 
= ‘ • . 
P r o p o r t i o n t h a t 
i s female 76.9% 82.6% 
Age Younger Older 
Diamond 
p r e f e r e n c e Less More 
P r i c e r ange 
p r e f e r e n c e Low t o medium High p r i c e 
range p r e f e r r e d r ange p r e f e r r e d 
Design 
p r e f e r e n c e Mostly l i m i t e d More p r e f e r e n c e 
t o f i n i s h e d towards catalogue 
p roduc t and own de s i gn 
Buying purpose Pe r cen t age of Mainly f o r 
g i f t - g i v i n g p e r s o n a l use 
h i ghe r t h an 
ave rage 
Buying h a b i t Pe r cen t age of Buying f requent ly 
o c c a s i o n a l buying 
h i ghe r t h an 
average 
Customer 
knowledge Less on a l l B e t t e r i n 
a s p e c t s excep t g e n e r a l 









According to the findings and interpretation, we are going to propose 
constructive plans of promotional mix for the jewellery retailing firms. 
Our recommendation is based on the following approach and 
consideration : 
1. Tangible and intangible achievement -
We do not plan to change or propose company objectives for them, but we 
aim at offering suggestions which can lead to significant improvement in their 
performance, in both tangible ( e.g. sales volume ) and intangible ( e.g. company 
image ) areas. 
2. Consideration of weighted balance of each element -
The promotional mix consists of a number of elements which varies greatly 
in terms of effectiveness and resource allocation, so that a rational, optimal 
combination is proposed. 
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3. Long term and short term effect -
From the viewpoint of seeking success for an established firm, long term 
planning is essential, however, many of the retail firms operate in rented shops which 
involves a risk of instability in terms of location change, or even discontinuation, so 
that meeting the short term goal is equally important. 
4. Corporate resource constraint -
Implementation of promotion plans definitely requires significant amount of 
fund, as well as human resource, and is a particularly important decision to be made 
in firms which have no experience in such aspect. 
We broadly divide the retail firms into 2 categories, mainly according to their 
size and experience in the practice of promotion. 
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Recommendation to Large Firms 
The first category is the larger firms ( about 15% of the population ), with 
more than 2 retail outlets established. According to the survey, this is the group 
which have more experience in carrying out promotional activities and advertising, 
and is also relying more on training of salesmen rather than on individual experience. 
Other characteristics of this category of firms may include : 
- most of them are targeting at the general public 
- their outlets are located mostly in busy streets in commercial districts 
- most of them have their own workshops or factories, and engaged in the 
export business 
Advertising 
> - • •• j 
Well designed plan of advertising with specific message 
Most of the firms which have advertise are eager to promote through as many 
media as possible when the budget allowed, but we recommend the use of a well 
organized integrated advertising campaign, associated with specific selling point and 
target audience so as to establish a differentiated company image which is unique 
and superior to other competitors. 
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Television advertising at this stage is proved to be highly effective, probably due 
to the fact that only a few are promoting through this media. 
Placement of advertisement in gossip magazine with specific selling point (e.g. 
pricing strategy ) which target at general housewives should be beneficial, and is an 
appropriate choice of advertising that can be used more frequently. 
Use of large posters or advertisement boards placed in high exposure areas is a 
relatively uncommon practice, but is recommended as it is particularly suitable for 
the display of appealing pictorial presentation of jewellery products to the public. 
Promotion 
Good combination and coordination of promotional activities with advertising 
Many promotional activities are performed, but their planning as a relation 
to advertising usually limits to the preparation of budget. However, according to 
experienced jewellers, a close match between the two is important. We propose that 
planning of selective promotional activities should be well organized to cope with the 
schedule and content of advertisement. 
Sale promotion should be “ truly “ executed in a limited period of time, preferably 
in an annually predetermined time so as to ensure public awareness. Such practice is 
to reinforce the customers' confidence in dealing with the firm, and is able to 
improve short term sales. 
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Exhibitions targeting at local customers is an innovative but potentially effective 
means of promotion. Exhibitions targeting at foreign customers are widely perceived 
to be effective, and the practice of shifting the emphasis towards local people does 
have good opportunity to improve customer awareness, even if instant sales is not 
expected. 
The expenditure of sponsoring large number of social functions are recommended 
to be shifted to directly organizing jewellery related social activities such as exhibitions 
of world famous gems, seminar on appropriate topics, shows, etc. so that both loyal 
and prospective customers are invited or directly involved. 
Personal Selling 
An integrated system of training, motivation and evaluation of salesmen is beneficial 
The essential key element of salesforce management is to be consistent within 
the whole company, when most of these large firms are being divided into separate 
outlets. A trend of reducing the dependence upon experienced salesmen so as to 
facilitate the implementation of company strategy is being observed. And any system 
proposed should meet this goal. 
Intensive training of salesmen on gemstone knowledge is absolutely essential, and 
it would be a reasonable practice of allowing a short probation or training period for 
the new recruits, so as to facilitate the concentrated learning of the specific 
knowledge base before directly dealing with customers. 
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Furthermore, the instruction of company policy or direction is important, which 
is to ensure a consistent and standardized way of operation, which in turn should fit 
into the promotional plan. This is particularly difficult to be implemented within the 
group of experienced salesmen when there has been change of the original company 
policy, so that a strict and disciplined system is necessary. 
Introduction of an intermediate level of managing or supervising staff who is 
responsible for sales analysis, performance evaluation, as well as motivation of the 
subordinates. Availability of opportunity of promotion to this level is basically an 
effective means of motivation in the usual relatively simple organization structure. 
Publicity 
Assigning specialized personnel to communicate and maintain public relations 
Gradually rising importance of public relations and publicity in this community urges 
the establishment of separate public relations department, so that a continuous 
exchange of information with the press is being enhanced. This may be a rather 
indirect way of promotion, but would be a common practice of most established 
jewellery firms in future, whereas the current promotion in this aspect is to aim at 
gaining competitive advantage. 
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Direct recruitment of specialized staff in this area is an appropriate means, as 
it is in an initial stage of development in this industry, so that large amount of staff 
is not necessary. 
Continuous contact with various types of people in the broadcasting industry is 
necessary in order to establish good relationship, as well as to obtain update industry 
information. 
We do not intend to precisely weigh the relative importance or resource 
allocation of each of the elements of the promotional mix individually, instead we 
emphasize on the treatment of the various promotional activities as an integrated 
plan. 
If we are to achieve long term objective which may include gaining market 
share, improving company reputation, etc., regular, continuous spending on less 
expensive forms of promotional activities such as magazine, poster advertising, formal 
salesmen training, annually fixed sale promotion, establishment of a proper public 
relations department are appropriate. 
Whereas if the goal is to meet short term objectives such as instant customer 
awareness of shop, short term sales volume,etc., the stress should be placed on highly 
effective activities such as television advertising, specific tactics of salesmen 




Recommendation to small firms 
The second category of firms is the smaller ones, with one or two retail 
outlets. According to the survey, large majority of them do not have the experience 
of carrying out advertisiriig and promotional activities. And most of them have been 
relying on the personal selling experience of salesmen. 
Other characteristics include : 
- quite a number of them target at the high end market segment, as well as a 
narrow group of referred or loyal customers 
- these firms are widely scattered in different locations, but the majority of 
them are still in the commercial districts, either along busy streets or in 
shopping arcades 
Advertising 
Precise exposure to the intended target audience through highly selective advertising 
Due to the more seyere limitation of resource, careful determination of target 
audience, advertising media, exposure frequency as well as feasible estimation of cost 
effectiveness are necessary in the planning. Maximization of exposure to the target 
group within budgetary constraints is the prime concern. 
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One to two choices among radio, magazine，newspaper or poster advertising is 
recommended, as these are the affordable media both in terms of media cost and the 
production cost. Their selection of advertising time should suit the target audience 
which is female aged from 30 to 50, or more effectively from 40 to 50 which occupy 
nearly 40% of total. 
Content of advertisement is preferably presenting a prestigious image of the 
company, as a large proportion of the customers are seeking for high price products 
in this category of shop, as compared with the shops targeting at general public. 
Promotion 
Selective use of promotional activities solely targeting at specific category of customers 
Unlike the firms aiming at capturing sales from whoever that comes in, these 
prestigious shops have to define clearly their market segment, so as to fully utilize 
their promotional effort. Not only that careful consideration should be put in 
deciding those activities worth carrying out, but some thoughts should be given to the 
consideration of those which should not be done, as certain activities will damage the 
premium shop image. 
Sale promotion should be avoided, so as to maintain the image of selling high 
quality product, which not only keeps the confidence of customers, but also suit the 
subconscious need of precious stone jewellery buyers. 
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Highly selective promotional means such as direct mailing of product catalogue 
to old customers is more appropriate, as the target customers are then carefully 
selected in order to maximize the effort inserted. Furthermore, our survey discovers 
that over 60% of the customers buy jewellery frequently, and the encouragement of 
the customers to be regularly exposed to products of the jewellery shop is an effective 
way of promotion. 
Personal selling 
Improving customer service and reinforcing customer relationship 
The most important advantages of small firms over large ones are the ability 
to meet individual customer's need, as well as the better opportunity to establish 
good relationship with the limited number of customers. 
Training of salesmen in the aspect of customer management is beneficial, in the 
sense that ultimate service can be improved, especially when dealing with a large 
variety of customers, in terms of their demand or character. 
Encouraging salesmen to establish good relationship with customers，by proper 
customer record keeping,, assigning salesmen according to customers rather than 
products or any other dimension, promising follow up service, etc. 
Involvement of senior or higher level staff in dealing with customers is also a 
positive way of enhancing good relationship, as an intimate feeling would be created. 
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Use of selling aids, including pictorial catalogues, video tape presentation of 
products, or encouraging the involvement of customers' own idea in design can be 
effective in closing deals with certain type of customers. 
In general, smaller firms have to rely on the proper management of salesforce 
if short term effects are desired. Their long term goals of achievement are much 
limited by the corporate resource available. Whereas if growth is the generic strategy 





CROSSTABULATION ： NUMBER OF SHOPS 
BY ADVERTISING EXPERIENCE 
ADVERTISING EXPERIENCE 





 2 3 2 5 4 8 
SHOPS ( 41.1% ) ( 44.6% ) ( 85.7% ) 
I " 
> 2 7 1 8 
SHOPS I 丨 
I ( 12.5% ) ( 1.8% ) ( 14.3% ) 
k I I 
30 26 56 
( 5 3 . 6 % ) ( 46.4% ) ( 100.0% ) 
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TABLE 2 
CROSSTABULATION ： NUMBER OF SHOPS 
BY MAGAZINE ADVERTISING EXPERIENCE 
MAGAZINE ADVERTISING EXPERIENCE 




25 23 48 
1 - 2 
SHOPS ( 44.6% ) ( 41.1% ) ( 85.7% ) 
• I I _ _ ： j • • 
SHOPS j 
！ ( 1 . 8 % ) ( 1 2 . 5 % ) ( 1 4 . 3 % ) 
I I I I . 1 1 I 
2 6 3 0 5 6 
( 4 6 . 4 % ) ( 53.6% ) ( 100.0% ) 
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TABLE 3 
CROSSTABULATION ： NUMBER OF SHOPS 
BY PROMOTION EXPERIENCE 
PROMOTION EXPERIENCE 




x - 2 3 0 1 8 4 8 
SHOPS ( 53.6% ) ( 32.1% ) ( 85.7% ) 
I I • 
> 2 8 0 8 
SHOPS 
j ( 14.3% ) ( 0.0% ) ( 14.3% ) 
• • I 1 I I 
38 18 56 





CROSSTABULATION ： NUMBER OF SHOPS 
BY SALE PROMOTION EXPERIENCE 
SALE PROMOTION EXPERIENCE 
NOT USE SALE USE SALE 
PROMOTION BEFORE PROMOTION BEFORE 
NUMBER 
OF SHOPS 
I 1 " 1 " 1 1 I" ' •' - •—• I -
1 - 2 . 2 7 2 1 • 4 8 
SHOPS ( 48.2% ) ( 37.5% ) ( 85.7% ) 
I 1 • • I •- I 
> 2 1 7 8 
SHOPS j I 
( 1 . 8 % ) ( 12.5% ) ( 14.3% ) 
• I _ _ I 1 
28 28 56 





CROSSTABULATION ： NUMBER OF SHOPS 
BY SALESMEN EXPERIENCE ( > 10 YEARS ) 
SALESMEN EXPERIENCE 
0 一 50% 51 一 100% 
NUMBER 
OF SHOPS 
29 19 48 
1 - 2 
SHOPS ( 51.8% ) ( 33.9% ) ( 85.7% ) 
> 2 8 0 8 
SHOPS 
( 1 4 . 3 % ) ( 0.0% ) ( 14.3% ) 
37 19 56 




CROSSTABULATION : NUMBER OF SHOPS 
BY SALESMEN TRAINING 
SALESMEN TRAINING 





! - 2 4 6 2 4 8 
SHOPS ( 82.1% ) ( 3.6% ) ( 85.7% ) 
I r I • 
> 2 1 7 8 
SHOPS J 
！ ( 1 . 8 % ) ( 1 2 . 5 % ) ( 1 4 . 3 % ) 
• • I 1 1 • 
47 9 56 




CROSSTABULATION ： GENERAL PUBLIC TARGET 
BY ADVERTISING EXPERIENCE 
ADVERTISING EXPERIENCE 




l ^ n ^ n l I 
12 13 25 
NOT TARGET | | \ 
AT GENERAL ( 21.4% ) ( 23.2% ) ( 44.6% ) 
PUBLIC I 丨 ； 
TARGET AT 18 13 31 
GENERAL j 
PUBLIC ( 32.2% ) ( 23.2% ) ( 55.4% ) 
• : : • • ! I I I • • 
30 26 56 





CROSSTABULATION ： GENERAL PUBLIC TARGET 
BY SALE PROMOTION EXPERIENCE 
SALE PROMOTION EXPERIENCE 
NOT USE SALE USE SALE 




NOT TARGET 10 3 13 
AT GENERAL I 
PUBLIC ( 31.3% ) ( 9.3% ) ( 40.6% ) 
1 h ^ ^ H I 
TARGET AT 9 10 19 
GENERAL 
PUBLIC ( 28.1% ) ( 31.3% ) ( 59.4% ) 
1 ‘ I 1 
19 13 32 





FREQUENCY OF THE 2 CATEGORIES OF FIRMS 
USING VARIOUS TYPES OF 
ADVERTISING MEDIA AND PROMOTIONAL ACTIVITIES 
LARGE FIRMS SMALL FIRMS 
TELEVISION 3 ( 37.5% ) 0 ( 0.0% ) 
ADVERTISING 
RADIO 2 ( 25.0% ) 0 ( 0.0% ) 
ADVERTISING 
NEWSPAPER 5 ( 62.5% ) 5 ( 10.4% ) 
ADVERTISING 
MAGAZINE 7 ( 87.5% ) 23 ( 4 7 . 9 % ) 
ADVERTISING 
一 . - 一 
POSTER 3 ( 37.5% ) 4 ( 8.3% ) 
ADVERTISING 
1 1 1 • " •' 1 • • •' • " 11 ' •• •• - I 11 I .• •一 
SALE 7 ( 87.5% ) 24 ( 50.0% ) 
PROMOTION 
EXHIBITIONS 7' ( 87.5% ) 17 f 37.5% ) 
SPONSORSHIP 5 ( 62.5% ) 2 ( 4.2% ) 
ACTIVITIES 





This questionnaire should be filled in by a senior management staff ( 
preferably the top management s taff) who has had much experience in dealing with 
customers. 
The questionnaire consists of 3 parts, namely the 
“Promotional mix", " Customer profile “ and " Company information 
Do not fill in the name of interviewee. 
PART 1 
PROMOTIONAL MIX 
1. Have your company ever advertise through the following : 
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2. Have your company planned to advertise in future ？ 
(Please tick as appropriate ) 
Yes 
No 
3. Please circle the appropriate level of importance of each of the following 
attributes, when you consider the purpose of advertising: 
Not important Very important 
Increase sales 1 - 2 3 4 
Increase customers' 
awareness of shop 1 2 3 - - - 4 
Improve perception of 
product quality 1-----2 3 4 
Improve shop image 1—-2 3-—4 
4. Which of the following messages, do you think, are the best three choices of 
content in an advertisement of your shop ？ 








(please specify ) 
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5. If you want to advertise for your company, how much would you spend ( as 
a percentage of the annual profit) on this aspect ？ 
% 
6. Have your company ever carried out any of the following promotional 
activities ？ 







7. Have your company planned for any promotional activities in future ？ 
(Please tick as appropriate ) 
Yes _ _ _ 
No 
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8. Please circle the appropriate level of importance of the following attributes, 
when you consider the purpose of carrying out promotional activities : 
Not important Very important 
Increase sales 1-"一2 3 4 
Increase customers' 
awareness of shop 1 2 3 4 
Improve perception of 
product quality 1 2 3-----4 
Improve shop image 1 2 3 4 
9. If you plan to carry out promotional activities for your company, how much 
would spend ( as a percentage of the annual profit ) on this aspect ？ 
% 
10. Please circle the appropriate number representing the ranking of the following 
activities of the promotional mix, according to your perception of their 
effectiveness : 
Not effective Very effective 
Television advertising 1 2 3 4 
Radio advertising 1 2 3 4 
Newspaper advertising 1--2 3 4 
Magazine advertising 1 2 3 4 
Poster advertising 1 2 3 4 
Sale promotion 1 2 3 4 
Exhibitions 1 2----3 4 
Sponsorship of 
social activities 1 2 3 4 
Jewellery shows 1-——2 3 4 
Direct mailing of 
catalogue to customer 1 2 3 4 
Press conference 1 2 3 4 
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11. Please give rough estimates of the percentage of the salesmen in your 
company who are in the following categories of jewellery selling 
experience. 
Less than 5 years % 
5 - 10 years % 
More than 10 years % 
12. Please give a rough estimate of the percentage of salesmen 
in your company who has received formal training other than on-the-job 
training ( e.g. training course or seminar held by institutes, trade associations 
or own company ). 
_____ % 
13. Do you think that the rate of successful selling can be improved by providing 
training course or seminar for salesmen in your company ？ 
(Please tick as appropriate ) 
yes 
no 
If yes, which of the following area(s) of knowledge is(are) suitable to be the 
topic(s) of a training course ？ 








14. Which of the following, do you think, can serve as aids to the selling 
process ？ 
(Please tick as appropriate ) 
Pictorial catalogue 
Video catalogue 
Computerized output of 
product information 
None of the above _ _ _ 
PART 2 
CUSTOMER PROFILE 
15. Please give a rough estimate of the percentage of female customers among 
those you encountered. 
_____ % 
16. Please give rough estimates of the percentage of customers of the following 
age group. 
20 - 30 % 
30 - 40 % 
40 - 50 % 
above 50 % 
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17. Please give a rough estimate of the percentage of customers asking for 
jewellery pieces with diamonds. 
. % 
18. Please give rough estimates of the percentage of customers purchasing 
jewellery in the following design categories. 
whole finished product % 
use design in catalogue % 
use own design % 
19. Please give a rough estimate of the percentage of customers buying jewellery 
in the following price categories. 
below $ 5,000 % 
$ 5,000 - 10,000 % 
above $ 10,000 % 
20. Please give rough estimates of the percentage of customers buying jewellery 
for personal use versus gift giving. 
personal use % 
gift giving % 
91 
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21. Please give rough estimates of the percentage of customers buying jewellery 
frequently versus that for special occasion. 
frequently % 
special occasion % 
22. Please give rough estimates of the percentage of customers possessing pretty 
good knowledge on the following areas. 
gemstone % 
precious metal % 
price % 
design % 
23. Please give a rough estimate of the percentage of customers who can be 




24. How long has your company been established ？ 
• years 
92 
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25. How many retail outlets/shops were established by your company, in Hong 
Kong ？ 
shops 
26. Please give the number of shop(s) located in the following areas : 












of loyal and 
referred customers 
Others 
(please specify ) 
This is the end of the questionnaire. Thank you very much for your cooperation. 
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FREQUENCY DISTRIBUTION OF FIRMS WITH 
VARIOUS TYPBS OF ADVERTISING USBD 
32 — 
30(53.6%) 




K so - Kg _ 
IB" • • 
m is - ^ p 
I I 
• I • I • • • 
0 TTV i i ^ ^Stbr''^^"AD^B^SWG'^BFORB 
RADIO MACA23NB OTHERS 
TYPBS OF. ADVERTISING 
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Percentage of Plan of Future Adv， 
_ ~ ~ � Has Plan Future Advertising (14.3%) 
95 
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F r e q u e n c y of Adv, P r e f e r r e d 
30 
28(67.5%) 
I 2 6 -
i _ _ i mm • 
I I ： • • … _ _ 
斤 _ _ • _ ; _ 
Shop Raputatlon | Pricing Strateigy | Shop Atmosphere 
Pi'oduct£ Available Sala FTomotlon Customer Service 
Typos of Advartl£ Qment Content 
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Expenditure on advertising 
Wore ihen 5% of Attnuai Profit (20.0%) ^ ^ 
I � 
V J 
^ ^ ^ t h a n 5 % o f Annual Profit (80.0%) 
J • 
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F r e q u e n c y of D i f f e ren t P r o m o t i o n Used 
一 3 1 ( 5 5 . 4 ¾ 
汊 一 _ ^ ^ 
I 20 : ^ p ^ P 1S(3£JI^ 
j I S : J I -
1丨:_ _ H m ' _ 
4 - _ m _ _ � M 
: U _ B _ _ _ • • _ _ _ 
Sala Pi'omotlon Sponsorship No Promotion. Bsfora 
B?±nlbltlon JfiWQllery Show 
Types of Promotional Astivltleis 
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Plan for Future Promotion 
I . _ _ J . 
\ ！ 
\ / 




,^¾ ^ vi： 、. .. ", .： - • •'、：..:::-卜，，—..：... ‘ ：•" . ... 
* 
Expenditure on Promotion 
V T v 
/ \ Lqss t h a n 3% of Annual Pn^W' 
' I 0444^ 
5 % of a n n u a l Prof i t (55.6%) \ \ I 




% of Salesmen of Different Experience 
z \ 
Z N Lfifis t l ian S years (23.9%) 
l^ora than. 10 years (44.4¾ j \ 
V/ 7 
v / 7 




% of Firms with trained Salesmen 
More _ _ _ _ _ 
tlian SDK of sales man trained. (IS.1%),, 〜、、 
A. Y 
\ J j . 
\ i II V y 
广 Less t h a n ¢0% of salf ismsn trained (83,’么) 
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% of Firms with Contrasting Beliefs 
In BaiiiQflt£ of Sales iiofin Foi'mal Training 
r T A 
j Ballfiva i n Formal Training 
I \ / 
Do Not Believe (58.9%) \ \ ) 
\ \ / \ \ / 




F r e q u e n c y Distr ibut ion of F i rms with 
Bolleifs In Various At^as of Training 
Si 
28(95u7%) 
I “ 一 _ 
I _ 
.s
 14" B 
1 ^ ^ 10(43.5%') ^ ^ ' 
； 10" m 麵 ！ : - _ _ " S ? _ _ g 4 1 _ _ _ _ 甚::l i • • I 
GsmstorjLQ Ki'iowlfidgo Workshop Taclmology Selling Technique 
Precious Metal Knowledgs Cuetomar Bfihavlour 
At92l& of Salfismon Ti'aii^lrkg 
104 
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F r e q u e n c y Dist r ibut ion of F i r m s with 
Bollfifs in Bsnefltfi of Sailing Aids 
32 : 
30 — 29(76.350 
^ "一 _ . 
" l , 
：| _ 麵 
Pictorial Catalogue Computai'lsGd Output of Product Informstlr 
Video Catalog us 
Various Type�s of SalHiig Aids 
105 
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F r e q u e n c y Distr ibut ion of F i rms with 
Various % of Pemala Customors 
3S r— 
30(53.6¾) 
3 0 一 
2 8 - _ _ 
•• .•• A ••. A A. A 
论 一 _ _ 
八 so - 靠 _ 
K ：魏錄 
^ 18 “ 
g 16 -
70-7¾% B0-B9% 90-99% 




Average % of Male & Female Customers 
^ ^ \ Malfi Customers (16.9«) 
, , X 
• ^ 





Average % of Customers' Age Groups 
^ S O — 3 0 years old (15.1%) 
>50 years old (17.4¾) Z � � - ^ � 
/ . \ . 
\ z \ • (\z \ \ 
\ \ j 3 1 - 4 0 years old (£9.7%) 
\ I \ / • • 





Average % of Customers Demanding for 
Diamond Products 
• w - 1 一—》 
/ \ Cii£tomer£ asking for Diaimorid 
/ \ B-c^ucfs 
I \ ( 3 3 • ” � ) • 
y 
• • \、、——一7 • 
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Average % of Customers with Different 
Dsslgn Pi'Qfoi'Grjica 
Customers prsfsr Own Design (7.9¾ 
* — • � � -
I z < 厂 � \ • 
� / \ \ 
》esign from Catalogue (19.2%) / \ \ 
[ \ \ 
• • \ • • 1 / 





Average % of Customers Purchasing 
Products i n Dif ferent Price Ranges 
_——— ‘―—_ 
^ H • I z , 丁 、 、 
/ . \ Purchase < ¢5,000 
V 
I 
/ — — — I 










• - V / 




Average % of Customers Vs'ith Different 
Buying Habits 
广 
/ I \ I • I 
Purchase Occasionally (3S.S5S) / \ 
I • \/ 1 / I 
、\ / / Purchase Fraqusntly (63.8¾ 
- 又J 
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F r e q u e n c y Dis t r ibut ion of F i rms with 
Dif farant Yaai'fi of B s t a b l l s h m e n t 
28 — 
£6(46.4¾ 
！ !：；• i 
£ ：：• a (, 
m • i 
i - 2 0 2 1 - 4 0 40-BO 
Years Es tab l i shed 
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F r e q u e n c y Dis t r ibut ion of F i rms with 




35 - • 






 - 1 
m ii(i9‘均 1 1 m m 
3一隱 _ 
1 I ^ 均均 id均均购 
0 m m m m ^ m ^ m 
1 Shop 3 Shops 5 Sl-iDpe iZ Shops 
2 Sl-iope 4 Shops 6 Shops 19 Shops 
1 No- of Shops Bstabllshed 
I 
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F r e q u e n c y Dis t r ibut ion of F i rms with 
Diffarerit Locations 
100 — ~ 
1 I � 
Commercial District Rfisldsntlal District Shopping Arcados 
Locatlori of Shops 
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F r e q u e n c y Dis t r ibut ion of F i rms with 
Dif ferent Target Categories 
34- — 
3S - ^1(55.4%) 
30 - ^ ^ • 攀 
二 I I 
34
 - _ 一 勾 _ 
！ 二 1 • 1 
S 18 一 W W ® is(徵S勾 - i l l 1 ； ： : 1 1 1 1 
- i l l 1 
1 I S I 
0 — 纖 咖 to fe嫩 m 
J ~Ceneral_ Public Tour i s t s Na i iow Segment of Loyal Customer： 
Luocury Class LocalNalghboui'hood Reeidantfi 
Target Custom are 
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